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The banking industry is growing very fast in Tanzania following the liberalization of banking sector in 1991. This study examines customer service quality and customer satisfaction levels in Tanzanian Banks after the enactment of the Banking and Financial Institutions Act of 1991.  Banks and other financial institutions form a financial system which is very important to the economy of a country as they act as intermediaries, providing wide range of financial services to the public such as the payment services that are such an everyday fact of life and without which the economy can not function smoothly. 

Customer service and customer satisfaction has a great role to play in the Tanzanian banking industry, especially in the current economic situation which is characterized with strong competition. As such, a healthy and sound business depends much on customer satisfaction through various services and products. Customer satisfaction is increasingly becoming a common measure of performance in the service institutions. 

Management of organization that is aware of the tough competition has continued to look for new and effective ways to compete.   The global marketer abroad will develop lager conceptual skills; fresh ways of thinking about marketing which in the future can be properly applied in other parts of the world as significant features of buyer behavior in the home market will also be better understood when contrasted against buyer behavior in other countries (Johansson, 2006).
The key assumption underlying internal marketing is based on the notion that “to have a satisfied customer, the firm must also have satisfied employees” (Schacherer, 2002). In general, through customer satisfaction, an institution hopes to achieve a range of objectives, namely: higher sales revenue, growth in the customer base, retention of existing customers, as well as the ability to compete against competitors (Perera, 2005).

However, through experience, customers are target elements in all marketing activities (of goods or services) and thus making them satisfied with the products or services is a matter of commonsense to the marketer (Kambanga, 2009). In offices, for example, to facilitate effective communication, people normally use telephones and e-mails to communicate from within and outside their offices. Investing in electronic technologies in order to look after customers does make economic sense compared with investing in staff that needs constant training and motivation (Schulze, 2000).

1.1.1 Statement of the problem
Despite the liberalization of the banking sector in 1991, there is a challenge which faces commercial banks particularly NMB and its employees, and the challenge is the competition following the emergence of foreign and local banks in Tanzania. In addition to this, quality of services will play a very big role in attracting and retaining the customers. The problem is, do the banks know the needs of their customers? Do they provide the expected services to their customers? Why customers taking too long standing in long queues? These issues motivated me to undertake this study.
1.2   Research objectives
1.2.1  General Objective
The objective of this study was to assess customer service quality and customer satisfaction in the banking sector. The emphasis of the study was to determine the extent to which NMB provides reliable and quality services which satisfy the customers. 

1.2.2 Specific Objectives
In order to realize the objective of the study, there must be specific areas to be studied which need specific objectives. Basing on the general objective, the following are the specific objectives which will guide this study.

The specific objectives were: 
i.To asses factors which influence customer satisfaction
ii.To examine whether NMB employees provide intended quality services effectively  and accurately
iii.To study whether the NMB physical environments and facilities are conducive to deliver required services to its customers.
iv.To assess if customers are satisfied with NMB services
v.To examine the effect of customer dissatisfaction in the banking business

1.2.3 Research Questions
The following research questions were used to help to assess the service quality and customer satisfaction using SERVQUAL information and its dimensions:
i. Which are the factors that influence customer’s satisfaction?
ii. Do NMB employees provide intended quality services effectively and accurately? 
iii. What is the status of the NMB physical facilities and environments in delivering of services to the customers? 
iv. Are customers satisfied with NMB services?
v. What are the effects of customer dissatisfaction in the banking business?

1.3   Significance of the Study
The significance of this study was:
• 	To gain practical knowledge pertaining to the research design as well as to fulfill the requirement of   the Master of Business Administration (MBA) degree of the Open University of Tanzania (OUT). 
• 	The study will form the basis for further studies in customer service and satisfaction levels in the banking industry and other service sectors here in Tanzania and elsewhere. 







This section reviews various literatures on service marketing which helped the researcher to understand various concepts, theories, studies and views of other scholars relating to customer service quality and customer satisfaction in service sector like the banking sector. Most models of customer evaluation of services focus on the comparative judgment of expectations versus perceived performance, resulting in the two major evaluative judgments of perceived service quality and customer satisfaction (Kassim, 2005). For example, customer assesses service quality by comparing their expectations prior to their service encounter with a bank, develop perceptions during the service delivery process and then compare their perceptions with the actual service received from the bank employee. Thus, customer expectations are unique, individual constructs which, prior to a service, influence a customer's evaluation of service performance and customer satisfaction (Kassim, 2005). This study considered the customer service and satisfaction based on the modified service gap model or SERVQUAL model and the five SERVQUAL dimensions namely: reliability, responsiveness, assurance, empathy and tangibles as put forward by Zeithaml et al., (1990).

The dimension drivers, reliability, responsiveness, assurance, empathy and tangibles (Zeithaml, Parasuraman, & Berry, 1990) are the basis for the evaluation of customer services and satisfaction in banks. Through experience, it is rare for banking institutions to find objective services due to human nature and the behavior of the service provider. This implies that an assessment of the quality of service offered is mainly subjective. According to Kassim (2005), quality of service is differentiable and stems from the expectations of customers. Therefore, it is necessary to identify and prioritize expectations of service and incorporate these expectations into a process for improving service quality. Implementing and evaluating service quality is a very complex process. Two aspects need to be taken into consideration when evaluating service quality, content and delivery. Customers may be in the best position to evaluate the quality of delivery, while the service providers are the best judges of the content of the message.

2.2   Meaning of Key Concepts and Theories
2.2.1  Marketing
Marketing is the management process which identifies, anticipates, and supplies customer’s requirements efficiently and profitably (Brassington, 2005).similarly, the Chattered Institute of Marketing of the UK defines marketing as the management process responsible for identifying, anticipating and satisfying consumer requirements profitably. In this case, much emphasis is placed on meeting customer needs.

2.2.2 Services 
According to Hsu et al., (2002), service is an activity or series of activities of a more or less intangible nature that normally, but not necessarily, take place in interactions between the customer and service employees and or systems of the service provider, which are provided as solutions to customer problems. The banks are service-marketing institutions focusing on customer service. The bank services behave in the same way but need to be differentiated in various ways so as to win more customers. The services comprise four unique characteristics which are big challenges to all service-oriented institutions, including the banking industry. These characteristics are: 
• Intangibility: that is, the services cannot be seen, tasted, felt, or smelt before purchase.

• Inseparability: that is, they cannot be separated from the providers and are consumed at the time of purchase

• Variability: that is, the quality of services is not uniform, as it varies from one service provider to another, when, where and how.

• Perishability: that is, services cannot be stored for future sale or use (Mbura, 2004).

2.2.3 Customer service
Customer service is the provision of what customers want, when they want it at an acceptable cost within the operating constraints of the business and providing a better service than that the customers expect (Mbura, 2004). Customer service includes measuring customer satisfaction levels, improving institution-wide support and response times, as well as managing customer data to look at buying or complaint trends. As such, customer service is business requirement that impacts an organization at nearly every level. It is a special skill of listening carefully to the customer (Tegambwage, 2006).
2.2.3.1 Online customer care
Adcock (2002) maintains that even though much creativity has been employed in customer care on particular web sites, certain basic methods of supporting the customer must be provided. Adcock's initiatives include the following:
• 	Discussion boards: These enable customers to communicate with fellow customers thus creating a community of loyal customers. An indirect advantage to the business is that employees are freed up to perform more critical work for the business.

• 	E-mail and telephone support: This provides a mechanism for the customer to contact the business which generates credibility for the business. Telephone support, in particular, enables the customer to have verbal contact and personal interaction with a support person.

• 	Frequently asked questions (FAQ): Providing a list of questions and answers collected from previous customer queries allows the customer to help themselves and solve their

• 	Telephone support: This type of support provides for personal contact and immediate responses to the customer's queries. A further advantage for the business is that an attempt can be made to sell additional products to the customer.

• E-mail support: From the customer's perspective e-mail contact might be the preferred communication medium when there is only one telephone line. The e-mail can be created while still online with the web site open. Furthermore e-mail responses from the business can be saved for future reference.
• Self-help: Providing self-help pages on the web site presents an indirect form of communication between the customer and the business. 

Even in the technological world, Schulze (2000) maintains that customers will return based on how they were treated by the service provider and not on the quality of the product. Schulze's (2000) secrets to customer care focuses on how long a customer is kept waiting, whether employees are empowered to take authority and make decisions and whether the business is aware of and is addressing areas of potential error in the customer-employee interaction. At the end of the day the customer care programme should be constructed to maximize customer loyalty (Dorrian, 2001). Thompson (2000) furthermore maintains that as more customers adopt the Internet and customer expectations are created, so businesses will have to implement strategies to understand the market better in order to target the market more accurately and ultimately become closer to their intended customers. This correlates with Rayport and Jaworski's (2001) proposal that a well researched and designed web site should attract the targeted customer segment and repel the non targeted customer segment.

2.2.3.2 Customers Needs
Customers have needs which marketers need to assess in order to match the product or service to the customer's needs (Payne, 1997). The Chartered Institute of Management (2002) maintains that businesses should get close to their customers by identifying them and collecting facts and opinions as this will enable the business to respond better and tailor their offerings to meet their customers' needs. A further recommendation is that businesses should profile their customers as many factors influence customer needs such as gender, age, education and income group to name a few (Chartered Institute of Management, 2002). In order for the bank to know the needs of the customers, marketing research should be conducted as marketing research provides information which can be used in making bank and marketing decisions. The extra information should reduce the risk involved in the decision and thus increase the chances of making the right choice. Areas which need marketing research are:
• 	What is the size of market for a particular bank service?
• 	What are the customers buying motives?
• 	What are the trends in the market?
• 	Are customers satisfied with the products?

Kotler (2000,) identifies five types of needs:
• 	Stated needs which describe what the customer wants.
• 	Real needs which describe what the customer is actually looking for.
• 	Unstated needs are what the customer expects from the business.
• 	Delight needs are the added extras that the business might give the customer.
• 	Secret needs refer to how the customer is seen by his/her community

Consequently this complicates matters for managers and creative marketing is required to attempt to meet these different types of needs. A framework of needs was developed by Kano (2003), to determine how customer needs affected buying behavior and how this impacted on the business. The framework grouped customer needs into three levels:
 	The bottom level contained "basic needs" which comprised fundamental expectations anticipated by the customer such as the telephone being answered in three rings.

 	Kano (2003) suggests that, these needs have a one-way effect on the customer, because these needs are expected, fulfilling them will result in customer satisfaction while not fulfilling them will cause dissatisfaction. However, fulfilling these needs extremely well will not result in higher levels of customer satisfaction; therefore businesses should not over-invest in the ability to ensure these needs are met.

 	The middle level contained "satisfier needs" which represent those items that exceed expectations such as leather seats in a waiting room the greater customer satisfaction will be. However, meeting these needs will have little impact on the customer's future buying decisions. Therefore this category is the least important to businesses (Kano, 2003).

The top level contained "attractor needs" which represent those items that excite and delight the customer. These needs have a one-way effect on the customer as, because they are not expected, if they are not provided dissatisfaction does not occur (Thompson, 2003). However, by providing these needs and delivering value to the customer, businesses will be able to differentiate themselves and increase market share by attracting customers away from competitors. Thus it is evident from both Kotler (2000,) and Thompson (2003) that customers exhibit many different kinds of needs. Furthermore, customers assign different levels of importance to the different needs. Therefore this complicates matters for businesses attempting to satisfy their customers' needs. Employees need to know who their customers are, why they come to their organization in the first place, and how they feel about the organization from customer complaints, feedback, and satisfaction through surveys. Banks are committed to ensuring a positive customer experience for all their customers. This commitment is the reason banks offer a wide array of banking products and services designed to meet customers’ needs.

2.2.3.3 Measuring Customer Service
Cheales (2001) emphasizes that if the business is not measuring the results of the customer care programme, then the business will not know how successful it has been nor will it know how to manage the programme. Both Dorrian (1996) and Cheales (2001) emphasise that if the business is not measuring the results of the customer care programme, then the business will not know how successful it has been nor will it know how to manage the programme. The problem is that management are used to measuring tangibles such as accounting data, and not intangible elements such as service quality and customer feedback (Cohan, 2000). (Kotler, 2000) observed that customers evaluate and measure a business on the following five factors in order of importance:
 	Reliability which refers to the business' ability to perform the service accurately and dependably.
 	Responsiveness which is the willingness to provide prompt assistance.
 	Assurance which refers to the employee's knowledge and ability to convey confidence and competence.
 	Empathy which is the ability to care for the customer and provide attention.
 	Tangibles which refers to the business' physical facilities and equipment.

As can be seen, the tangible element is the last factor to gain approval from the customer's perspective. Consequently management should be measuring the same intangible factors internally and through requesting feedback from customers as, only then, would problem areas become evident and easier to manage (Cheales, 2001). Furthermore Cheales (2001) suggests that the following should be implemented to improve the measurement of service received by customers:
 	Measurement techniques should be visible to all staff as an indication of how the entire team is doing.
 	Barriers to customer complaints should be removed so that customers feel at ease to voice their opinions. This will enhance customer loyalty and promote a long-term relationship.
 	Performance targets should be set with specific goals and deadlines so that progress can be monitored.
 	The customer should be involved in the measurement process as this will make the customer feel special and strengthen the relationship.
 	Measuring should occur frequently as ongoing competition creates the challenge for business to continually raise their standards.

Carson (1999) supports the notion that using purely quantitative methods to measure a business' success is bound to lead to failure. This is because quantitative methods ignore the psychological aspects of the customer's expectations and experience. It is accepted that various services can be implemented with rigid rules and procedures to adhere to strict standards such as the telephone being answered within three rings. However, where qualitative elements dominate the interaction, the psychological aspects will play an important role in the customer's evaluation of the product or service (Carson, 1999). As a result the evaluation of customer care programmes needs to include measurements of both the tangible, quantitative elements as well as the qualitative elements such as perceptions, attitudes and behaviours of both the customer and the frontline staff (Carson1999).

As the majority of customer feedback for measurement purposes appears to make use of detailed survey questionnaires (Carson, 1999and Cheales, 2001), there is concern that the information contained in the surveys is too bulky, not interpreted correctly or not relayed back to management.

The researcher asked customers two questions: one concerned the quality of the service received and the second asked whether the customer would use the company again. Only customers who gave the highest ratings were then targeted by the company to develop long-term profitable relationships. This had a direct impact on the business' growth which was measurable through an increase in profits.The problem is that management is used to measuring tangibles such as accounting data and not intangible elements such as service quality and customer feedback 

2.2.3.4 The Value of the Customer
There is a strong relationship between providing excellent customer service and a business' profitability (Dorrian, 1996). However, while difficult to measure, intangible assets such as the brand and, more importantly, the customer should be included as additional determinants of the business' value (Gupta, 2005).

Researches done by Gupta et al., (2004) suggest that customer lifetime value provides a useful metric with which to value a business. Customer lifetime value is the expected future profit to be made from a customer less the costs of acquiring and maintaining the customer (Kotler, 2000,). Gupta et al., (2004) research shows that businesses that invest in marketing strategies to enhance customer retention contribute to improving customer value and ultimately the overall value of the business. Consequently customers should be considered as valuable intangible assets and as such should be measured and managed as any tangible asset belonging to the business. Cohan (2000) maintains that other intangible assets surrounding a customer include customer relationships, customer preferences and customer feedback. These are explained below:
   Once a business has created a relationship with a customer, the business has a mechanism in place as well as the opportunity to sell additional products to existing customers. This contributes to increasing the business' revenues.
    Information on the customer's preferences and interests enables the business to make recommendations on other products. This contributes to increasing the revenues per customer.
    Information used to solve customer problems as well as customer feedback can be used by the business to improve its own offerings to existing and potential customers. This contributes to decreasing after-sales service costs and therefore affects the business' bottom line.
Therefore businesses need to put mechanisms in place to exploit the value of the customer and convert the intangible assets into increased shareholder value (Cohan, 2000). Thompson (2000) maintains that businesses should understand what their customer’s value and then align the business to those values. The problem with this strategy is that values are unique and depend on individual perceptions (Thompson, 2000). Furthermore customer values change with daily interactions, however, as Thompson (2000) points out, if businesses focus on understanding and adapting to match customer values, they will Improve customer loyalty and increase market share.

2.2.4 Customer satisfaction 
A Customer satisfaction is the ability that an organization possesses to meet the needs of their customers on a regular basis (Perera, 2005) Satisfaction is the state felt by a person who has experienced a performance or outcome that has fulfilled his or her expectations. Satisfaction is thus a function of relative levels of expectation and perceived performance.

Satisfaction is the person’s feelings of pleasure or disappointment resulting from comparing a product’s perceived performance (or outcome) in relation to his or her expectations (Kotler, 2000) According to Kotler (2004), the first task for any business-oriented institution is “to create customers”. However, customers face a vast array of product and service choices, prices as well as suppliers. So, customers estimate which products or service offer will meet their needs thus enhancing repurchase probability. Thus customer satisfaction or dissatisfaction is subjective and dependent on perceived performance and expectations.
Customer satisfaction is related to customer expectations. Three outcomes can be anticipated, if the product or service meets customers’ expectation, then customer satisfaction exists. If it exceeds customer expectation, then there is customer delight. If the product or service goes beyond customer delight, then the customer is surprised (Roberto et al., 2006). The higher the level of fulfillment, the higher the satisfaction. Since marketing focuses on the needs and wants of the customers, one of the prime marketing objectives should be to maximize customer’s satisfaction (Zeithaml and Bitner 2003). According to Zeithaml and Bitner(2003), Factors that affect customer satisfaction are:

   Product and service features: The service features are the prime determinants of customer satisfaction and cause high levels of satisfaction if they satisfy the customer’s needs and wants.

	Customer emotions: emotions are a state of the mind and depend upon the customers feelings at a point of time. They are reflected in the customer’s attitude. If the customer is in a happy state of mind, he or she will look ata things positively, and is not easily irritated or excited.

	Attributions for service success of failure: This includes the perception of the sequence of events that lead to the success or failure of the service. If the customer perceives the sequence to be one -off and out of control of the service provider, say, a computer error, it leads to less dissatisfaction in comparison to an error, which is repetitive and can easily be controlled.
	Perception of equity or fairness: If the customer feels she has been treated at per with other customers, or that she has received, her money is worth, it leads to positive perception towards satisfaction.

Customers have a set of expectations, and on experiencing a service they reflect on  the service on the basis of the service features and draw favorable or unfavorable conclusions about the service provided. The conclusion drawn is of prime importance to the service provider as it can provide important insights on how to improve their services (Swaddling and Miller, 2002). Customer satisfaction is a direct result of a customer’s expectations having been met by the service provided by the organization. A customer may be content with one encounter with an organization but may find the next experience with the same organization unpleasant. Management cannot control customer’s reaction while doing business with the organization, but it can develop consistent levels of customer service that all employees are trained in and adhere to. Thus consistent levels of customer service can lead to continued high levels of customer satisfaction, which can lead to repeat business, higher profits, and increased market share (Lovelock and Wright, 2004). 

According to Ho et al., (2005), customer satisfaction is a good predictor for the likelihood of repeat purchases and revenue growth. In addition, customers are assets and their values can both grow and decline. However, customer satisfaction can be increased by investing in costly technology or productive processes. Kotler (2004) argued that, institutions or companies which believe the customer is the “profit center” must adopt the modern customer-oriented organization chart where customers are considered first or are at the top; next is front-line staff who meet and attend customers followed by intermediate managers who support the front-line staff.

2.2.4.1 Attracting and Satisfying Customers
According to Kotler (2000), companies seeking to grow their profits and sales have to spend considerable time and resources searching for the new customers. Customer acquisition requires substantial skills in lead generation, lead qualification and account conversion. Unfortunately, most marketing theories and practices center on the art of attracting new customers rather than retaining and satisfying the existing ones. Traditionally,the emphasis has been on making sales rather than building relationship, on preselling and selling rather than caring for the customer afterward. It is important for the banks to ensure that, they do not attract customers who are likely to turn   but at the same ensuring that, it does not loose existing customers. The cost of loosing a customer is very high because it is more costly to attract new customers than to retain the existing ones.

2.2.5 Quality of Services
It is important to study service quality as it impacts organizational profits because it is directly related to customers satisfaction, customer retention, and hence customer loyalty ( Mohsin, 2005). Quality of service is what people want to have whenever they encounter a service providing institution. Smith (2000) viewed service quality in two ways. The first is the level of quality by which the regular service is delivered, for example, the bank teller’s handling of a transaction. The second is the level of quality by which “exceptions” or “problems” are handled. However, maintaining quality is important for good customer relations regardless of the type of service. At the time of service delivery, customers interact closely with the service providers and get an inside knowledge of the service organization. This kind of knowledge gives them an opportunity to critically assess the service provided and the service provider. From the literature stated above, service quality plays an important role in adding value to the overall service experience. That means that, the best quality is that which adequately meet the needs of customers. According to Mbura (2004), quality of service is considered to yield the following advantages:
	Improved customer retention
	High degree of customer loyalty
	Attraction of new customers through positive word of mouth recommendations
	Can be used as a competitive tool especially where competitors can not easily copy
	Employee morale can improve due to reduced customer complaints

Quality can only be determined on the basis of reliability- the ability to deliver the promised services in a dependable and accurate manner; responsiveness- the willingness to help customers and provide a prompt service, for example, by avoid ing keeping customers waiting for no apparent reason; assurance- the ability to inspire trust, and confidence such as being polite and showing respect to customers; empathy or caring- the attitude of being approachable or the degree to which customers are treated as individuals, for example, being a good listener; and tangibles- physical facilities, equipment, personnel and service-facilitating materials such as communication and cleanliness. Service quality is commonly noted as a critical prerequisite and determinant of competitiveness for establishing and sustaining satisfying relationships with customers. No business organisation can survive without building its customer satisfaction and brand loyalty. Likewise no organisation can make a healthy living without meeting the needs of its customers. That is what organisations do: they serve people’s needs. Service quality helps in cementing the relationship between customers and the organization and it is a two-way flow of value. This means that customer derives real value from the relationship which translate into value for the organisation in the form of enhanced profitability and sustainability over a long period of time.

2.2.6 Customization
Another element of caring for the customer involves customizing the product or service to suit the customer's needs. According to Ansari and Mela (2003) customized products and communications contribute towards attracting customer attention as well as developing customer loyalty and "lock-in". Furthermore, the use of targeted and personalized communications will increase switching costs for the customer which ultimately contributes to the business' profitability. Businesses that choose a customization strategy need to undertake careful investigations of their customers. Business needs to understand what their customers regard as value and what they are willing to pay as successful customization will build customer loyalty but at the same time it is costly to customize products (Thompson, 2003). A point worth noting is that a business should customize those product or service features that cannot be copied in order to maintain a competitive advantage over its rivals (Thompson, 2003).
2.2.7 Relationship between Employees and Customers
According to Kotler (2004), there is a direct link and relationship between employee satisfaction and customer satisfaction and between customer satisfaction and improved financial performance. The key to employee satisfaction is organizational communication - both upward and downward in the company. Employee satisfaction is a key attribute of the committed employee, who embodies a high degree of motivation and sense of inspiration, personal involvement and supportiveness. Organizational culture is another significant driver of employee commitment, which involves the management in designing jobs well, providing support and setting goals for employees. The committed employee is oriented to providing good service and in answering customer questions. This approach gives the customer a voice inside the company, and a customer whose voice is heard inside the company drives profit by being a repeat customer and bringing in new customers by word-of-mouth, which has a high degree of credibility to the service organization like banks.

2.2.7.1 Relationship between quality of service and customer satisfaction
There is a relationship between service quality and customer satisfaction and SERVQUAL has been widely used in practice in its original and modified form as an instrument to measure service quality. 

2.2.8 Customer’s expectations
Customer expectations are formed through past experience with the business, word of mouth and through the media (Kotler, 2000). Kotler further points out that, customer expectations are comprised of future benefits together with anticipated regret if a business relationship ends. Expectations are formed on the basis of past experiences with the same or similar situations, statements made by friends and other associates, and statements made by the supplying organization (Kotler, 2000).  However, while this ability to delight customers may be profitable in some industries, it may not be possible to achieve in other industries, yet, customers will put businesses under pressure to perform and meet their expectations (Thompson, 2000).

A further trait of customer expectations is that they can change frequently which makes it difficult for businesses to provide what the customer was expecting (Anderson, 2002). According to Corrigan (2004) maintains that customer expectations and buying behavior continually adjust the rules of competition. Hence businesses that pursue innovation with regard to their products and services will be able to fulfil customer expectations and will, in turn, further contribute to the competition within their industry. Consequently, as Corrigan (2004) points out, businesses that adapt to the changing market place and innovate to meet customer expectations will become market leaders.

To conclude, customer needs and expectations from the business' perspective: businesses need to monitor and recognize what their customer’s value with respect to their needs and expectations and, furthermore, businesses need to align what they are capable of doing to what their customers value (Thompson, 2000).

2.2.9 Customer Perception and Customer Gap
Customers' perceptions of service quality result from a comparison of their expectations before they receive their actual experience with the service (Smith, 200). In banks, customer perception is what a customer actually perceives to have received from the bank through the staff who in one way or another represents the banks’ management, always thinking that they provide good quality services to their customer, which is not true from the point of view of the customers. Consequently, what they promise to deliver tends to be different from what their employees actually deliver, and thus results in employees’ and management’s misunderstanding.

Zeithaml et al., (1988), developed a gaps model to analyze quality problems and help managers understand the ways of improving service quality. The gaps are as follows:
 	Gap 1: Difference between customer’s expectations and the management’s perceptions of customer expectation. In other words, one can say that, the management’s perception of the customer expectations was inaccurate. This is very important in service organizations than in firms producing tangible goods and can be caused by marketing research orientation, communication, levels of management and service recovery.

 	Gap 2: Between transalation of perceptions into quality specifications and management perceptions of consumer expectations. The different reasons contributing to this gap are management commitment, internal quality programmes, service design and perception of feasibility. Management or organization can use service blueprinting for reducing this gap.

 	Gap 3:  Between service delivery and translation of perceptions into quality specifications. This means that, the quality specifications laid down for the staff to follow were not met at the time of service production and delivery process. This can be due to problems in specifications, employees not fulfilling the roles, customers not fulfilling the roles, failure to match demand and supply, deficiencies in human resource policies and problem with service intermediaries.

 	Gap 4: Between external communication to consumer and service delivery. Sometimes known as market communication gap. The gap can occur when there is planning problem or lack of integrated services marketing communication, execution problem or ineffective management of customer expectations and over promising.

 	Gap 5: Between expected service and perceived service by the consumer. This results into negative quality perception, bad publicity and reputation, negative impact on organization’s image and lost of business due to all the negative perception.

2.3  The Banking Business in Tanzania 
The business of banking in Tanzania can be traced back to the 1900s, when a few private German and British commercial banks were opened in the country, by then Tanganyika. These banks continued to operate even after independence (1961), but were nationalized after the Arusha declaration of February 5, 1967 to form the Government-owned major players in the commercial banking business in Tanzania, the National Bank of Commerce or NBC (Kambanga, 2009). Later on, other banks were formed, including the Cooperative and Rural Development Bank or CRDB, and they were all operated under the regulations of the Bank of Tanzania Act, 1965. This Act was amended in 1978 and later replaced by the Act of 1995 and now with the new Bank of Tanzania Act, 2006 Banks’ performance was generally poor and hence necessitated the banking sector’s liberalization in 1991 in line with the enactment of the Banking and Financial Institution Act (BFIA), 1991 to facilitate the process of consolidating the banking system to include licensing, harmonizing its operations as well as regulating credit operations and thus enhancing efficient mobilization of financial resources.

2.3.1 The commercial banks 
The popular view of a bank is that of the huge building where people keep their money and get it back when they want it. To some extent, this is partly correct but there is need to go beyond the popular view and look at the legal meaning: What is a  bank in the eyes people and the real meaning in the eyes of the law?. This is necessary because there are principles and rules which regulate the business of banking.  According to BFIA (2006), a bank is a financial institution authorized to receive money on current account subject to withdraw by cheque.

Commercial banks are important to the economy of a country as they act as intermediaries in order to finance productive activities which are very crucial to the economy, Also provide a whole range of financial services to the public such as payment services, they make money available through money supply via credit extension which impacts directly the monetary policy of a country like Tanzania. According to Bank Supervision department of Bank of Tanzania reports(2010), there are about 29 commercial banks registered to run the business of banking in Tanzania. These banks include: Standard chattered Bank, Stanbic Bank,Citibank,FBME Bank, Bank of Africa (T) Ltd, Diamond Trust Bank,Exim bank (T) Ltd, NBC Ltd, NMB Plc, CRDB Plc, The Peoples Bank of Zanzibar Ltd,Akiba Commercial Bank, KCB Bank, International Bank, Habib African Bank Ltd, Barclays Bank, Banc ABC, Commercial Bank of Africa, I & M Bank (T) Ltd, NIC Bank (T) Ltd, Azania Bancorp, Bank of India (T) Ltd, United Bank of Africa, Mkombozi Commercial Bank and Advance Bank (T) Ltd.

2.3.2 The National Microfinance Bank
In 1997, the National Microfinance Bank Limited Incorporation Act established the NMB. Later in 2005, The Government of the United Republic of Tanzania started the privatization process and sold part of its shareholding (49%) to a consortium led by the Coöperatieve Centrale Raiffeisen-Boerenleenbank B.A. ('Rabobank Group'). In 2008, the Government reduced its share to 30% through the sale of shares to the general public in an IPO (16%) and to the NMB staff (5%). NMB became listed on the Dar es Salaam Stock Exchange on 6th November, 2008.

NMB is the largest bank in Tanzania, both when ranked by customer base and branch network. With over 139 branches NMB is located in more than 80% of Tanzania's districts. This broad branch network distinguishes NMB from other financial institutions in Tanzania. Services offered by NMB are:-Loans, Savings account, Current account, Money transfer, Currency exchange and provision of information. NMB provides various products such as NMB Kilimo account, Agro dealer inputs credit, Out growers Loan scheme, MSE Loan, NMB pesa fasta, Pensioners Loan, Personal Loan, Salaried Workers Loan, NMB salary alert, NMB ATM card, NMB Mobile, Currency exchange, Foreign currency account, Student account, NMB junior account, School Savings account, NMB Bonus account and personal account.

In an effort to liberalize the banking sector, the Banking and Financial Institution Acts of 1991 and 2006 were introduced to provide the legal framework for banking operations in Tanzania. As a result of the Act, the entry of new banks, foreign and local commercial banks has enhanced financial competition, resulting in some improvements in the quality and quantity of the financial services offered. 

The banking industry normally deals with the marketing of services and this study is about services marketing with a focus on assessment of customer service quality and customer satisfaction in Banks. The banks are service-marketing institutions focusing on customer service. Services by definition are intangible and easily duplicated and are mostly dependent on people who produce the service (Kassim, 2005). The bank fall in this category but need to be differentiated in various ways so as to win more customers. The services comprise of four unique characteristics which are big challenges to all service-oriented institutions, including the banking industry. The characteristics are: intangibility, that is, the services cannot be seen, tasted, felt, or smelt before purchase; inseparability, that is, they cannot be separated from the providers and are consumed at the time of purchase; variability, that is, the quality of services is not uniform, as it varies and depends on who provides them, when, where and how; and perishability, that is, services cannot be stored for future sale or use (Tegambwage, 2006).

Most models of customer evaluation of services focus on the comparative judgment of expectations versus perceived performance, resulting in the two major evaluative judgments of perceived service quality and customer satisfaction (Kassim, 2005).

For example, customers assess service quality by comparing their expectations prior to their service encounter with a bank (employee), develop perceptions during the service delivery process and then compare their perceptions with the actual service received from the bank employee. Thus, customer expectations are unique individual constructs which prior to a service, influence a customer's evaluation of service performance and customer satisfaction (Kassim, 2005). Through experience, it is rare in banking institutions to find objective services due to human nature and the behavior of the service provider. This implies that an assessment of the quality of service offered is subjective.

Quality can be determined on the basis of: 
i. 	Reliability- the ability to deliver the promised services in a dependable and accurate manner;
ii. 	Responsiveness- the willingness to help customers and provide a prompt service, for example, by avoiding keeping customers waiting for no apparent reason; 
iii. 	Assurance- the ability to inspire trust, and confidence such as being polite and showing respect to customers
iv. 	Empathy or caring- the attitude of being approachable or the degree to which customers are treated as individuals, for example, being a good listener; and tangibles- physical facilities, equipment, personnel and service-facilitating materials such as communication and cleanliness.

In any business or service situation, highly satisfied customers are three times more likely to repurchase and four times more likely to recommend, compared to customers who are not very satisfied (Sung et al., 2003). Furthermore, customers want to be completely satisfied. If they are not and have a choice, they can be easily lured away by the competition.  These behaviors seem to reflect a kind of corporate culture in the banking business but the question is; Are they applicable and cross-functional among the commercial banks in Tanzania in the prevailing competitive business environment? Employees need to know who their customers are, why they come to their organization in the first place, and how they feel about the organizations from customer complaints, feedback, and satisfaction through surveys. Banks are committed to ensuring a positive customer experience for all their customers. This commitment is the reason banks offer a wide array of banking products and services designed to meet customers’ needs.

2.4   Empirical Evidence
Different authors have a positive understanding on the relationship between customer service and organizational performance. Koska (1990) suggest that even in hospitals, good customer care and improved quality of services result in a hospital growth and high performance. Aaker and Jacobson (1994) see that a better sales turnover is linked to improved customer care and their quality perceptions on goods or services offered by the organization. 
Another researcher Gale (1992) explains that higher customer satisfaction translates into higher market share. An improved customer care and customer satisfaction effort has the ability to charge a higher price. As a result, an organization will make higher profit while putting lower the transaction costs. 

According to Reichheld (1996) it has been proved that customer satisfaction has strong correlation with customers’ intention to purchase again. It is also an added advantage for customers to be willing to recommend the company to other customers. It is therefore important to note that improving customer service and quality of services or products account for business performance.

Zemke and Bell (1990), suggest that customers are the key driving force for company success. This means that survival of a business organization also depends on its customers. Consumers and customers are wise when selecting the right products to fulfill their needs and wants. In addition, the intense competitions make them to switch products easily when they are dissatisfied. This scenario now applies to the banking industry in Malaysia (Chua, 2002). 

Therefore there is a need for customer retention. In order to retain customers good customer service must be present, hence an effective customer service management. Loyal customers will support during hard time and it will be difficult for competitors to attract them away from the favored supplier. Customer loyalty is also a source of goodwill and will enhance the organization’s image and can be a source of very potent advertising in that they my recommend their service provider to friends or colleagues.
2.5   Measuring Customer Satisfaction
Organizations are always thriving to retain existing customers and at the same time targeting new customers. With this regard therefore, it is important for organizations to measure customer satisfaction. This will help to provide an insight on how well the organization is providing products or services to the customers (Faris et al, 2010). Dorrian (2000) emphasizes that if the business is not measuring the results of the customer care programme, then the business will not know how successful it has been nor will it know how to manage the programme. The difficulty is that management are used to measuring tangibles such as accounting data, and not intangible elements such as service quality and customers feedback

John (2003), suggest that customer satisfaction can be measured at an individual level. But it can be reported at an aggregate level. It can also be measured along various criteria. A supermarket for example, might ask customers about their perception on varieties of goods, prices, and so on. But again the supermarket can ask about the general satisfaction of customers. 

Customer satisfaction is an abstract phenomenon. Its perception varies from one person to another. Satisfaction also differs from product to product and from one type of service to another. There are also other personal reasons for a customer to be satisfied with particular product or service (Batra and Athola, 1990). Eroglu and Machleit (1990) report that measuring customer satisfaction may involve assessing the gap between customer's expectation of quality and their perceived experience of quality or the level of performance of goods or particular service. In most cases, customer satisfaction is measured through survey. A set of statements are put on a scale and customers are asked to evaluate the statements. The statements are in a form of very dissatisfied, somewhat dissatisfied, neither satisfied nor dissatisfied, somewhat satisfied and very satisfied. Scores are put against each statement to measure the level of satisfaction.

Furthermore, Cheales (2001) suggests that the following should be implemented to improve the measurement of service received by customers:
	Measurement techniques should be visible to all staff as an indication of how the entire team is doing.

	Barriers to customer complaints should be removed so that customers feel at ease to voice their opinions. This will enhance customer loyalty and promote a long-term relationship.

	Performance targets should be set with specific goals and deadlines so that progress can be monitored.

	The customer should be involved in the measurement process as this will make the customers feel special and strengthen the relationship.

	Measuring should occur frequently as ongoing competition creates the challenge for business to continually raise their standards

2.5.1 Empowered Customer
Another form of customer empowerment is the adoption of various technologies by the customer. As a result of the customer demanding some of the newest technologies offered by the organisation, the businesses will have to invest in these technologies to keep ahead of the competition (Kell, 2001). A most important strategy in any business is attracting and retaining customers. According to Kell (2001) previous business approaches treated customers as external components of the business. However, as new technologies have developed and more freedom has been bestowed on customers, so customers have become more demanding in their choices.
While the adoption of new technologies, such as the Internet, have enabled businesses to connect with their customers and provide solutions to customer problems Kel, 2001), the technologies have removed opportunities to provide customer care. 

Therefore nowadays, according to Grace (2003), customer care should include the systems and processes needed to provide for the customer and to enhance the customer's experience thereby adding value to both the business and the customer. It further maintains that businesses need to automate both internal and external processes to create closer links to their customers and ultimately make their customers more profitable. Customer care in this sense is used on an ongoing basis to increase customer loyalty, grow customer relationships and collect relevant information on customers and competitors to improve products and business processes (Wilhelm and Rossello, 1997) Therefore implementing a profitable customer care strategy makes good business sense. 

As Kell (200 I) pointed out, businesses that adopt the challenge of new customer-driven technologies, will be rewarded as the customer will be served and profits will be generated concurrently. Furthermore, businesses that do implement new technologies will not only differentiate themselves but they will be able to identify additional opportunities that can be exploited (Kell, 2001).

2.6 Theoretical Framework
Bartikowski and Llosa (2003) share a modal called Kano Model. This is a theory of product development and customer satisfaction of goods or services. This theory classifies customer choices into five groups, namely: attractive, one dimensional, must be, indifferent and reverse. The author explains each of these as follows:
	Attractive Quality: Customers will be satisfaction when attractive quality is achieved fully. But do not cause dissatisfaction when not fulfilled. These are attributes that are not normally expected, for example, a thermometer on a package of milk showing the temperature of the milk. Since these types of attributes of quality unexpectedly delight customers, they are often unspoken.

	One-Dimensional Quality: Customers are satisfaction when one dimensional quality is fulfilled. They are dissatisfaction when it is not fulfilled. These are attributes that are spoken of and ones which companies compete for. An example of this would be a milk package that is said to have ten percent more milk for the same price will result in customer satisfaction, but if it only contains six percent then the customer will feel misled and it will lead to dissatisfaction.

	Must-be Quality: These attributes are taken for granted when fulfilled but result in dissatisfaction when not fulfilled. An example of this would be a package of milk that leaks. Customers are dissatisfied when the package leaks, but when it does not leak the result is not increased customer satisfaction. Since customers expect these attributes and view them as basic, then it is unlikely that they are going to tell the company about them when asked about quality attributes. 

	Indifferent Quality: These attributes refer to aspects that are neither good nor bad, and they do not result in either customer satisfaction or customer dissatisfaction.

	Reverse Quality: These attributes refer to a high degree of achievement resulting in dissatisfaction and to the fact that not all customers are alike. For example, some customers prefer high-tech products, while others prefer the basic model of a product and will be dissatisfied if a product has too many extra features.

The researcher has a feeling that the Kano Model is relevant to the study of customer satisfaction because it takes care of different angles through which quality of a product or service is looked at in different angles. For example, one product can have different components with different levels of functions and therefore possesses different quality within the same product. Producers need to get to know requirements of customers even by considering some components within the same product.

2.6.1 Employee Satisfaction and Employee Service Quality and Customer Satisfaction
Employees can strongly contribute to an organization’s success by having a customer-centric approach in their work and in their work-related interactions. However, they are more likely to do so if they are satisfied with their job. The question is then: “What should organizations do to ensure high job satisfaction among their employees?” 
Yoon and Beatty (2001) presents two antecedents of job satisfaction and employee service quality:
 	Supportive management, that is, the extent to which management is supportive of and shows concern for employees, and 
 	Service climate, that is, employees’ shared perceptions of how much the organization values service.













Figure 1:  Employee satisfaction and customer satisfaction

Source: Adapted from Hee Yoon and Beatty (2001)
The figure shows how employees feel about their job has an impact on their work experience, but also on tangible business outcomes such as customer satisfaction, sales, and profit.  Employees can strongly contribute to an organization’s success by having a customer-centric approach in their work and in their work-related interactions. However, they are more likely to do so if they are satisfied with their job.

2.7 Conceptual Framework 
Many business organizations including banks are frequently in a pressure caused by increasing business competition. Business entities are developing strategies aimed at retaining customers. An important strategy to retain customers is improving quality of services or products. Parasuraman et al.,  (1985) and Zeithaml et al (1990) suggest that the core strategy for the success and survival of any business institution is to deliver quality services to customers.

Corrigan (2004) suggests that the quality of goods or services is an important determinant of customer satisfaction. But it should be noted that consumer perception on quality of goods or services is a complex process. With this regard, there are various ways to assess quality of goods or services which have been suggested by different authors.

This study discussed a SERVQUAL dimension documented by Parasuraman et al (1985, 1988). The SERVQUAL dimension was a help towards understanding of the nature of the linkages between the antecedents and consequences of satisfaction. SERVQUAL is based on the perception gap between the received goods or service quality and the expected service quality. It has and has been widely adopted for explaining consumer perception of service quality. Originally ten dimensions of service quality were proposed (reliability, responsiveness, competence, access, courtesy, communication, credibility, security, understanding the consumer, and tangibles). They were finally reduced to the following five dimensions:
Reliability, Responsiveness, Empathy, Assurances, and Tangibles. 
The five dimensions have been debated by various authors but the researcher for this study feels that they are still useful and can support an understanding and evaluation of quality of goods or services. They are also capable to bring customers’ perception of goods or services. When information generated from these dimensions they can be utilized to improve quality and hence meet customers’ expectations.  But because the study is on banking sector, the researcher also accepts another contribution by Sureshchandar et al., (2002). These authors say that in addition to reliability, responsiveness, empathy, assurances and tangibles bank services, there must be an attractive prices or charges for bank services to attract customers.

The SERVQUAL dimension which helps to realize customers’ perception on goods or services is not enough to bring what is needed by customers. Normally customers perceive performance in terms of the quality of goods or service delivered and the satisfaction level attained. Provision of quality service or production of quality products depend on company environment such as policies and level of technology and participation of company employees to improve such services or goods or through required level of customer care. But generally speaking by providing better quality service and customer satisfaction, the company will retain customers and avoiding price competition and reducing complaints (George, 2008).

The two terms, service quality and satisfaction; have been discussed as being the same. For example Zeithaml and Bitner (2000) argue that service quality and satisfaction are both evaluation variables relating to customers’ perceptions of a given product or service. But actually the two terms are used differently. To Gronroos (2007), generally satisfaction is taken as a broader concept while service quality is a focused evaluation of specific dimensions of service. We can also say in other words that service quality is an essential part of customer satisfaction. Besides it, product quality, price, situational factors (e.g. weather conditions) and personal factors such as customer emotion may also influence customer satisfaction. The application of SERVQUAL dimension and improved service quality leads to customer satisfaction. This relationship is presented in the following conceptual framework:

Figure 2:  Conceptual framework
Source: Author   2011

However, the following variables as shown above were analyzed as independent, moderating and dependent variables:
Independent variables: Reliability, Responsiveness, Empathy, Assurances and Tangibles
Moderating variables:  Quality service, quality products, Employee’s customer care, company policies, physical environment and facilities 
Dependent variables:  Customer satisfaction
2.8  Customer Complaints Handling
Customers whose complaints were dealt with efficiently will talk about their experience (Kotler, 2000) therefore making complaint handling part of customer care has been an important shift for businesses. In the past businesses tended to avoid complaints, however, there has been a move towards encouraging customers to complain as this is a way for businesses to get feedback on customer needs and opinions on products and services (Wellemin, 2003). Reasons given for this changed approach are firstly economic, as it is less expensive to keep a customer, and secondly, the development of the "brand" together with customer loyalty. Instead of losing dissatisfied customers to competitors, businesses that engage and manage a complaining customer to a satisfactory solution tend to find that the customer recommends the business to friends and colleagues and, furthermore, the customer returns to the business for further purchases (Wellemin, 2003). Furthermore, staff training programmes need to be implemented to teach staff how to deal with complaints effectively without becoming defensive (Chartered Institute of Management, 2002).

 In addition the Chartered Institute of Management (2002) recommends that management should analyze customer complaints in order to take corrective action within the business. Businesses also need to implement systems in order to manage complaints efficiently and effectively. According to Kotler (2000) only half the dissatisfied customers that complain report a satisfactory resolution to their problem.

Finally, the literature reviewed demonstrates that implementing a customer care programme is an important strategy for a business especially in service sector like banking sector. Even though the development of various technologies has changed the customer-business interaction, research has shown that customers still want some form of human interaction with the business. Therefore, according to Khandelwal and Kell (2001), in the business world of today, businesses need to maintain a balance between the human and technology interactions in order to offer excellent customer care to their customers.

2.9 Management Commitment
The manner in which customers are treated by all employees will reflect the management's commitment towards a customer care programme (Etherington, 2005), therefore this item forms a relevant part of customer care. It is suggested that the business' culture regarding customers needs to be addressed from senior management to the lowest level of employees.

When senior levels of management are seen to be adopting a new culture the changes will be reinforced throughout the business (Clegg, 2000). As senior management are responsible for the business' long-term strategic planning and for influencing the business' culture accurate communication systems need to be in place within the business (Smit 2005).  Furthermore there needs to be senior management commitment towards the frontline employees to motivate them to ensure a caring attitude towards the customer which creates a pleasant experience for the customer (Clegg, 2000). Whether frontline employees are located in the business' own offices or in a call centre, Therefore management need to demonstrate their commitment to these staff by means of recognizing and rewarding performance as well as providing mechanisms that assist with their family lives such as child care centres (Kotler, 2000). Rosenbluth and Peters (cited in Kotler, 2000) suggest that businesses should give a higher priority to their employees than their customers as good employee relations will result in good customer relations.

Further management commitment towards employees is also demonstrated by involving employees prior to implementing a customer care programme, dealing with their concerns and investing in them through training and development (Armstrong, 2002). In addition management need to empower employees to make important decisions and encourage their involvement and contributions (Armstrong, 2002). 

As committing to a customer care programme challenges all employees within the organisation, all levels of managers need to show their own commitment to reinforce the programme and to demonstrate how important the programme and the customer are to the business (Armstrong, 2002).

2.10  Banker’s Obligation to Customers
According to Itemba (2003) there is a relationship between banker and customer that is based on contract. It is a special contact involving rules, traditions and practices as found in business of banking. The following are the obligations to customer.
 	Obligation to obey duty of secrecy: The banker has a duty to keep secret of the matters concerning the customer or his account. This is the one of the implied terms of contract between banker and customer and it arises from the practice of bankers.

 	Obligation to obey duty of care: The relation between banker and customer can also be looked at as that of neighbors. The neighbor is best understood in the context of negligence where it is stated that once two person stand as neighbor to each other, then it is assumed that, a duty of care exists and requires each person to behave in such a way as not to cause loss to the other.

 	Obligation to pay on demand: A banker has an obligation to pay customer’s money on demand. This duty arises from the concept of debt and also from the contract between banker and customer.





2.11 Bankers Rights to Customers
Itemba (2003) pointed out the banker’s rights to customers as follows:
 	Banker’s right to set off: Set off means total or partial merging of a claim of one person against another in a counter-claim by the latter against the former. This sounds complicated but it is essentially simple and based on logic.
 	Right charge interest: Banking business includes lending out money to people and especially to its customers in the form of advances or over drafts. As a lender, the bank gets a right to charge interest on loans. Since this right is based on contract, the banker as a lender must agree with the borrower on the interest chargeable and also on the rate. In practice banks fix their lending rate and customers take tem as they are. In exceptional cases, banks negotiate interest rates with customers.

 	Banker’s right of Lien: This means the right of one person to retain the property of another as a way of forcing the latter to repay a debt or some money owing. This type of lien is called possessory lien and may be particular or general. It is particular lien when it refers to a particular thing or property.

 	Banker’s right to charge commission: We have seen that, banks offer a wide range of service to customers and these have to be paid for. Commission can be said to be faire and adequate payment for such services. There are also charges called bank charges for services rendered either in the collection or in discounting of bills. The right to charge commission exists as an implied right and does not depend on express statement on the contract.

Itemba (2003), also pointed out the customer’s duties to a banker:
 	Duty to draw cheques carefully: A duty is placed on the customers to take care when drawing cheques on the banks, such that in so doing the customer does not create opportunities which may facilitate forgery and cause loss to the bank and even to the customer him/herself.
 	Duty to disclose or report forgeries: As between the bank and the customer it is the customer who is in better position to know if anybody is forging his/her signature or has in fact withdrawn money from the account. This is because it is the customer who keeps the cheque books and receives statements of account regularly.

 	Duty to keep cheque books in safe place: Cheque books, bank cards are valuable documents and a customer has a duty to keep them in a safe place so that , they are not easily assesible.

 	Duty to inform the bank on changes: The changes envisaged here which have to be reported are for example: changes of customers address, change of status eg. from sole trader to partnership, marital status. Death of partner incase the customer was a partnership.






Chapter three provides a detailed analysis of the methodologies which were used by a researcher to collect data, analyze them and presentation. It is very important section as it gives the design of the study, area of which the research is based on assessment of customer service quality and customer satisfaction in banking sector using SERVQUAL dimensions drawn from theoretical framework and the conceptual framework. 

3.2 Area of Study
The research was conducted in Arusha. It involves the National Microfinance Bank (NMB) Arusha city. Arusha has been chosen because it is the domicile of the researcher is living therefore most convenient. NMB as a bank was picked because it is the most spread bank in Tanzania with branches in every Districts in the country. 

3.3 Study Design
A research design is basically a chosen plan for achieving a particular study or research and it gives a detail on the type of the data collected and the techniques used in data collection. In fact the research design is the conceptual structure within which research conducted, it constitutes the blueprint for the collection, measurement and analysis of data. (Kothari, 2004) Further more, the good research design is the one that minimized bias and maximized the reliability of the data collection (Kothari, 2004).
The study used case study research design because it covers only one organization, the NMB Arusha.  A case study can be defined as the development of detailed intensive knowledge about a single case or small number of related cases. It focuses on situation and answers why, what, and how. (Kimia, 2010).

3.4 Sample Selection and Sample Size
Key respondents for this study were members of staff from the bank (NMB) and the bank customers. Bank staff were selected purposively because they are the service providers and they handle customers. Bank customers were selected to participate in this study because they are the ones who receive bank services and they have experienced customer care from the NMB. Sample selection and size was as follows:
 	In the selected bank (NMB), there are about seven key sections, namely:  Tellers section, Loan section, Individual customers section, Accounts, Corporate customers’ section, Marketing & Customer care section and Administration. The researcher engaged employees from each section to participate in the study. At least one employee was drawn from each section to represent the whole section but involved two tellers because there are four teller windows that are always open, the other two windows are not open always as they are reserved for special task like during the school fees payments by students. Two tellers made 50 per cent of tellers available on daily basis and was a good representation. With this selection therefore, the researcher involved a total of eight bank employees.

 	Bank customers were categorized into two categories namely individuals and corporate customers. For customers, it was not easy to find customers outside the bank unless those well known to the researcher. Therefore the researcher requested permission from the bank to engage customers in the study through giving them questionnaires to fill them as they come to the bank before they went out. The researcher also asked for support from bank officials to assist in identifying individual customers and corporate ones. The researchers introduced himself to customers and request them to fill in the questionnaires. The researcher waited and administered bank customers to complete questionnaires. 

Some of the customers required additional guidance, so the researcher had to be around when customers were working on questionnaires. It was not possible to complete many questionnaires in one day because of time spent on bank employees introducing the researcher to the customers and identifying them as individual customers or corporate and time spent on self introduction to customers and waiting for a single customer to complete the questionnaire before looking for another customer. 

 	With this regard therefore, the researcher managed to get about 5 individual customers and 3-5 corporate customers a day to complete questionnaires. Most of the non-individual NMB customers visited by researcher in their offices were co operative societies, units and registered enterprises. The researcher had arranged to be in the bank for data collection for one week for five days but it took longer because most of customers were not easily approached. Therefore, 31 individual customers and 18 corporate customers responded to my questionnaires. In total only 49 bank customers responded out of 60, which is 81.6% achieved
In summary the number of respondents is as follows:




Therefore, the total number of respondents from the study was 57

3.5 Data collection Methods
The study employed two methods to collect data, namely, Secondary data collection method and Primary data collection method. 

3.5.1 Secondary Data 
Secondary data are those which have already been collected by someone else and which have already been passed through statistical processes (Kothari, 2004). The researcher consulted secondary data for this study from review of documentary sources in which books, journals, articles, government publications and reports both published and unpublished were reviewed; online sources were also consulted. 

3.5.2 Primary Data 
This is the first information obtained directly from the field; researcher expected to obtain these data using questionnaires. The data were collected afresh from the original source and for the first time therefore happen to be original in character.

3.6 Data Collection Tools and Techniques
During the survey, the researcher used questionnaires to get information from bank staff and from individual and corporate customers. The questionnaires were designed in two categories, namely; NMB staff questionnaires and NMB customers questionnaires.  All respondents were given an opportunity to administer the questionnaires and other questionnaires were collected back by the researcher. However, the researcher was available to guide respondents when necessary as some responded promptly to the survey; others took a little bit time to digest the questions and enquiries. Nonetheless, overall, most of them are very helpful and kind to fill the questionnaires patiently and some even provided their own personal opinions. The survey questionnaires were conducted via face-to-face interviews plus through other means such as; email and fax.

3.6.1 Questionnaires Design
The design of the questionnaires was an adoption of the SERVQUAL design (Parasuraman, 1991) but was modified to make the questionnaires suitable in the banking environment in order to assess customer service. Questionnaires for customers were designed to capture their views on the services provided by NMB, while those for NMB staff were designed to make self assessment and customer’s assessment. For an easy understanding and reading, the questionnaires were designed had three parts. The first part of the questionnaire took consideration in the demographic factor of the respondents. 

The questions incorporated multiple choice selections for convenience. The second part of the questionnaire required the respondent to rate the satisfaction level of the bank into a five pre-defined level scale - “Strongly Disagree”,“Disagree”, “No Comment”, “Agree” and “Strongly Agree”. Similarly, various scales were used to include dichotomous response (“Yes” or “No”), rating (providing distance between points), semantic rating (using words instead of numbers to measure strength of attitude), range, interval, and itemized scales.  The final part of the questionnaire also applied the same concept used in the second part of the questionnaire.

The aim was to collect the opinions of the respondents in respond to the importance of SERVQUAL in chosen a bank. The answer of the questionnaire was solely based on the respondents` experience and personal opinion, there were no exact answers. All data collected were fed into the Microsoft Excel for analysis. It is imperative that all information collected was strictly for purpose of the research paper only. Likewise, all information and the identity of the respondent were strictly confidential and would not to be disclosed to any party.

3.6.2 NMB customers’ Questionnaire
This type of questionnaire comprised of 18 structured questions or items to collect information on customers’ assessment of the bank’s services. 
3.6.3 NMB staff questionnaire 
This comprised a total of 25 questions to capture information on employees’ ability and skills to provide reliable and assured services to customers, employee’s motivations, and how bank employees assess their customers. 

3.7 Data analysis 








This chapter presents the findings of the study which is an academic work objectively undertaken to assess customer service quality and customer satisfaction in the banking sector. The findings have been derived from combined responses of questionnaires of banks’ customers and selected bank employees. is the chapter is divided into four sections. The first section is an overview of the chapters contents, the second section covers customer assessment of bank services, the third section is NMB staff self assessment and assessment of their customers. 

The study results were based on the modified SERVQUAL model which for many years has been subject to criticism. However, in response to this, Shahin (2003) argued positively by saying; “until a better but equally simple model emerges, SERVQUAL model will predominate as a service quality measure. Besides its weakness, a particular advantage of SERVQUAL is that it is a tried and tested instrument which can be used comparatively for benchmarking purposes.


4.2 Respondents’ Assessment on NMB Bank Services

4.2.1 Respondents Position
A total of 57 respondents from NMB staff and NMB customers responded to the two questionnaires, of which 49 were banks customers, 8 bank staff from different sections and cadre as shown in Table 1.
Table 1 Respondents’ assessment on banks services








4.2.2 Respondents Experience in NMB Services
Out of 49 customer’s respondents, 61.3 percent have been with the bank (NMB LTD) for more than five years. While 39.7 percent have been with NMB for less than 5 years as shown in Table 2. 

Table 2 Respondents experience in NMB services
Duration	Number of respondents	Percentage
More than 5 years	30	61.3




4.2.3 Respondents accounts/services by type
Out of 49 customer’s respondents, 69.38 percent are operating savings accounts with the bank (NMB LTD). While 30.62 percent are operating current accounts as shown in Table 3. 
Table 3:  Respondents accounts/services by type




Source: Survey data 2011

4.2.4 Respondents Assessment of NMB Services and Performance
70 percent of respondents opined that, the NMB services performance are good. 5 percent said services are very good, 1 percent said the services are bad, 20 percent said they need improvement, 4 percent said the services are just normal. With this regard, generally the services are fairly good as described in Figure 3. 


Figure 3: Respondents assessment of NMB services
Source: Survey data 2011
	4.2.5 Respondents assessment of bank’s service time spent in waiting for services
Time spent in queue waiting for service is very crucial. The study revealed that, customers spent much of their time in bank queues waiting for services. About 40 percent of the respondents said that they stayed in the queue for more than 30 minutes waiting for the services. This is a sign of poor service quality and customer dissatisfaction. Further more, 35 percent of the respondents stayed queuing between 20 to 30 minutes, 13 percent of the respondents stay in queue for about 10 to 20 minutes, while 11 percent stayed for more than 5 minutes but less than 10 minutes, and only 1 percent waited for less than 5 minute


Figure 4: Respondents assessment in service time
Source: Survey data 2011

As regards the information shown in Figure 4, most of the customers spend more than 20 minutes waiting for services. Currently there is no measure to suggest the reasonable waiting time but this study suggest the reasonable waiting time to be not more than 20 minutes. For customers waiting for more than 30 minutes reflects customer dissatisfaction

4.2.6 Responses on assessment of NMB employees in listening and caring of customers
Customers’ responses about NMB employees care and listening to customers rated as follows:
80 percent of the respondents rated employees as good in listening and caring for customers, 15 percentages rated as Average in caring and listening, 3 percent rated as neutral while 1 percent rates as excellent. This is shown in the Figure 5.


Figure 5: Assessment of employee in listening and caring of customers
Source: Survey data 2011

4.2.7 Respondents’ views on the banks’ environment and physical evidence and facilities





Figure 6:  Views on the NMB environment and physical environment and facilities
Source: Survey data 2011

However, despite this positive view of the banks’ environment, physical evidence and environment, it becomes unattractive to some of the customers (7%) as shown in figure 6 above due to overcrowding in the banking hall and parking problems. Further more, other facilities are not conducive to all groups particularly the disadvantageous group as no special window for disabled customers or reserved parking for people with special needs.
4.2.8 Respondents’ assessment on customers in recommending NMB to others
Out of 49 customers, 96% (47 respondents) responded ‘Yes’ that, they will recommend NMB to other colleagues. 2% (1 respondent) responded with ‘No’, that is, will not recommend NMB to other colleagues. 2% (1 respondent) responded with ‘I don’t know’ means that he/she doesn’t know if she/he. This can be illustrated in the Figure 7.


Figure 7: Respondents’ assessment on customers in recommending NMB to others
Source: Survey data 2011

4.3   Bank Staff Self-Assessment and Assessment of their Customers
The study revealed that information flows openly between management and employees on rules, regulations and policies. Further the study revealed that, procedures and policies are also communicated to customers adequately though memos, fliers, notice boards and through advertising media. It was revealed that, NMB staff had the authority to deal with customer complaints whenever they occurred More than 50 percent of the NMB staff were not happy with their current duties as they need to move to other departments or to advance their career.

The study also revealed that, NMB staff attended induction and customer care training soon after employment. They pointed out that the institutions which conducted training on customer care were: The Tanzania Institute of Bankers and Service Excellence Ltd.

4.3.1 Efforts made by NMB Bank to Ensure Good Customer Care Environment
	The study found that, NMB management ensured good customer care by providing suggestion boxes in the banking hall, so that the management can get the customers ‘complaints and suggestions.  All posters, fliers, brochures, and website used both Swahili and English languages so that customers could understand with their language of preference. However, the study revealed that, NMB employees have the notion that, frontline office staff were the ones who deal with customer and were the ones responsible for customer care.

NMB’s long term plan is to create a structural bonding with other banks financial companies and institutions like Visa, Master Card, Umoja Switch etc so that their customer can withdraw their money in other ATMs other than NMB ATMs. The strategies for NMB are: the introduction of mobile banking whereby a customer can make transaction without going to NMB banks premises. Also NMB introduced Internet banking where by, authorized and registered customers could make an online transaction without going to NMB offices or branches physically. Lastly is the newly introduced Pesa  fasta services where by a customer of NMB with NMB mobile facility can send money to non holders of NMB accounts.

4.3.2 Capacity and ability of NMB employee in terms of knowledge and skills
The study revealed that, 1 out of 8 respondents was holding MBA (Master of Business Administration degree), Five of them hold a bachelor’s degree (or its equivalent- i.e. Advance diploms), 2 of them hold certificate in business related subjects. From the study, NMB have the capacity in terms of skills and knowledge which can contribute to the quality of service delivery. The result is summarized in the Table 4 below.








From the information given in Table 4, it’s a proof that, NMB has the capacity in terms of skills and knowledge. Further it was revealed that, NMB employees attend training on customer care on being employed or recruited. 





5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Overview 
This chapter presents the summary of the study findings, conclusion and recommendations for future improvement of customer service and customer satisfaction It also includes implications of the study findings and the limitations of the study. 

5.2 Summary 
The findings revealed that, NMB employees applied the five SERVQUAL dimensions developed by Zeithaml et al., (1990). SERVQUAL assumes that service quality is crucially determined by inconsistency between expectation and perception of customers (Gupta  2005).

The research questions and objectives were based on attributes of service quality using SERVQUAL dimensions. According to Parasulaman et al (1998) service quality includes dimensions of service such as reliability, responsiveness, assurance, empathy and tangibles. SERVQUAL is widely used within service industries to understand the perception of target customers regarding their service needs and to provide measurement of the quality. In this regard, shortfall between customer expectations and perception creates a customer gap. The examination whether NMB employees provide intended quality services effectively and accurately revealed that, NMB staff provide intended service although there were some shortfall in the time customers use to wait for services.
The on study whether NMB physical environments and facilities are conducive to deliver services to customers revealed that customers are satisfied with physical environments and facilities. Improvement in service is needed to favor all group of customers especially the one with disabilities. With regard to customer satisfaction, generally, the study revealed that, customers were satisfied with NMB services.  The factors which influence customer satisfaction were identified though Kano model and SERVQUAL model basing on reliability, assurance, tangibles, empathy and responsiveness.

5.2.1 Reliability
Reliability is about the accuracy and timeliness in the service provided. Responses to the research the real customer service problems evidenced during the study were long queues which led customer to stay longer while waiting for services and overcrowding.

5.2.2 Responsiveness
Responsiveness is the timely reaction towards the customers' needs or willingness to provide timely services to customers. Responses to the research suggest that responsiveness has relationship and effect on customer satisfaction. Once again, this result shows that the banks’ customers are satisfied dealing with the machines like ATM rather than human being as they have suggested increasing the number of ATM machines. Machines are made to have a shorter respond time compare to human being, and continual improving every day. While human responsiveness sometime can be affected by emotion, which causing low in productivity. These are the difference perception from customers between dealing with machines and human being.

5.2.3 Assurance
Based on the finding, assurance has positive relationship with customer satisfaction. Assurance is based on communication, trustworthiness, capability, courtesy and security. In other words the organization creating feelings of credibility and honesty and also showing they have the knowledge and skills to perform the services well. Basing on the study, it was revealed that, NMB employees had skills and knowledge in the performance of the services to customers.  Customers feel respected and have generated feelings of security with NMB. 

5.2.4 Empathy
This involves the provision of caring and individualized attention to the customers. The aim of this is to make customers feel unique and special. The study revealed that, customers are forced to resort to the conventional way of queuing up at tellers during banking hours. They have no other alternative, but to make personal contact with the banks’ staffs each time the ATM machines go `out of service` due to maintenance or power failure and out of cash. From the study, 80% of respondents pointed out the problem of ATM outage of service and worse enough, no one cares to show empathy and make the customer feel that his/her needs are being given utmost importance. By human nature, people tend to expect empathy and respect from someone who they wish to deal with. Yet, the banks should maintain and improve the empathy skills since personal contact is still very important in service provision.
5.2.5 Tangibles
These include the appearance of the physical facilities, equipments, personnel and communication material. The research shows that it has positive correlation and high significant with customer service. Study showed that, customers are satisfied with equipments such as computers and ICT equipments, personnel, furniture and air conditioner. However, study recommends the management of NMB to improve and provide parking services to their customers.

5.3   Conclusion
The general objective of this research was to assess the extent to which the NMB provides quality services and customer satisfaction. All the responses collected and results from questionnaires analysis were adequate to address the specific objectives laid out in this research.  In order to fulfill this general objective, the following specific objectives were identified:
(i)	To asses factors which influence customer satisfaction
(ii)	To examine whether NMB employees provide intended quality services effectively and accurately
(iii)	To study whether the NMB physical environments and facilities are conducive to deliver required services to its customers.
(iv)	To assess if customers are satisfied with NMB services
(v)	To examine the effect of customer dissatisfaction in the banking business

For the above objectives to be achieved, the study answered the following specific questions:
(i)	What are the factors which influence customer’s satisfaction?
(ii)	Do NMB employees provide intended quality services effectively and accurately? 
(iii)	What is the status of the NMB physical facilities and environments in delivering of services to the customers? 
(iv)	Are customers satisfied with NMB services?
(v)	What are the effects of customer dissatisfaction in the banking business?

The discussion and presentation of the findings regarding the above research objectives and research question made the study to reach the following conclusion:-
In answering the first research question, the factors which influence customer satisfaction basing on conceptual framework are:- quality services, quality products, employee customer care, company policies and physical environment and facilities. If all these are met, customers will be satisfied. These supplements the SERVQUAL dimension namely:- reliability, responsiveness, empathy, assurance and tangibles. 

From the study it was revealed from the literature review and conceptual framework that, the reliability, responsiveness, empathy, assurance and tangibles with other moderating variables namely, quality service, quality products, employees customer care, good company policies and physical environment are the factors which influence customers satisfaction. The second research question on the examination whether NMB employees provide intended quality services effectively and accurately, this study conclude that, NMB customers provides quality service effectively and accurately, it was further revealed that, NMB employees have skills and knowledge in the performance of the services to customers.  Customers feel respected and have generated feelings of security with NMB. only some improvements needed especially on the increase of number of tellers

The third research question on whether physical environments and facilities are conducive to deliver the required services to its customers, the study concludes that, NMB physical environments and facilities are conducive in the delivering of services to its customers, customers are satisfied with equipments such as computers and ICT equipments, personnel, furniture and air conditioner. However, study recommends the management of NMB to improve and provide parking services to their customers.

General assessment revealed that, customers are satisfied with NMB services as evidenced from the study that, they can recommend NMB to others who are not yet the NMB customers. In any business situation, highly satisfied customers are three times more likely to repurchase and four times more likely to recommend, than customers who are just satisfied (Sung et al., 2003). Furthermore, customers want to be completely satisfied.

With regard to the last research question on the examination on the effect of customer dissatisfaction in the banking business, the study conclude that, customer’s dissatisfaction has a negative impact to the banking business and if customers are dissatisfied with banks services will not come back to the business and move to the competitor, will not recommend the bank to others and hence this can lead to poor bank deposit mobilization and hence high risks in the banking business, productivity and profit will decrease as well as bad image to society in general. In other words, customer dissatisfaction is the reverse of customer loyalty in that way it can damage the established goodwill and can adversely affect the company image. Further, it is important to note that bad news travel faster that good news. It is always a good strategy to try to build long-term relationships with customers. This is of particular important with banking services. 

Generally the study concludes that, it is undoubtedly that, no business can exist without customers. Customers’ value is an asset to the organization. Hence, in order to maintain the customer, the organization needs to ensure that the quality services, quality products, employee’s customer care, good company policy, good physical environment and facilities right products and services are available to the customers, while quality service is essential in today’s competitive market.  A business that caters to their customers` needs will inevitably gain the loyalty of their customers, thus resulting in repeat business as well as potential referrals. Consequently, it is imperative that businesses get to know their customers. Establishing a professional relationship with customers empowers the business with the knowledge of what the customers need. When a business focuses on delivering what is of value to their customers, this will generate the potential for repeat business as well. Similarly, the other attributes, such as; assurances, tangibles, empathy and responsiveness all have positive relationship with customer satisfaction. 

Having a good recovery process for a dissatisfied customer or service failure is a very important and necessary process for any service organization like NMB. It is hoped that this study will make a positive contribution to the design of customer care strategies to be implemented in banking sector particularly NMB plc.

5.4   Recommendations 
5.4.1 General Recommendations
The following recommendations are made basing on the results of both the research and readings from the literature. 
	Bank Management should improve employee’s incentives and training programme, particularly on customer service training from time to time and not only at the time when the employees join the organization.
	Bank Management should conduct regular research on customers need and wants and how to effectively satisfy them.
	NMB management to created a page in their website to answer some frequently asked questions (FAQ) , this will minimize the number of repeated questions
	NMB staff should encourage and welcome suggestions on improving customer satisfaction

5.4.2 Specific Recommendations
The researcher wishes to make the following recommendations
	It is also recommended that, the NMB Management should formulate a strategy that will serve and give priority to disabled groups, pregnant women and senior elders and create a conducive environment that will be favorable for them.

	It is recommended for NMB should improve their telling services by increase the number of tellers which was revealed by the study to be inadequate.
	The study further recommend that, NMB needs to minimize the problem of ATM going offline and notify its customer incase of maintenance/servicing the machine by providing a polite notice to customers through website, newspaper, Bank’s notice board etc.

	The study also recommends that, NMB should establish ATMs in more locations for the convenience of the customers.

	It is also recommended that, NMB should conduct specific training on customer care and customer satisfaction on regular basis emphises to its employees and SERVQUAL dimensions. Bank staff need highly developed interpersonal skills to enable them to effectively contribute to high quality customer care. High quality service can only be achieved when high quality skills are used.

5.4   Limitation of the Study
The researcher was bound by the terms of his employment, which do not permit going out of employer’s work station for longer periods. Not only had that but also faced with insufficiency of funds and time while working on this research. Some of the Bank’s officials were hesitating to co-operate with the researcher as they claim to be bound by employer’s confidentiality rule. Further, this study considered the customer service and satisfaction based on the SERVQUAL model and the five SERVQUAL dimensions namely: reliability, responsiveness, assurance, empathy and tangibles as put forward by Zeithaml et al., (1990). Similarly, various types of bank services offered and their costs which also affect customers and force them to look for alternative services were not covered in this research.
Finally, this research was conducted only in the Arusha District; and therefore, it is likely to have some limitations as this study did not separate the population sample into separate geographical locations. For instance, a person who lives in a remote place (village) may have a different expectation and perception towards customer services offered by banks, owing to the different culture, level of education and some other demographic factors. In such cases, they have more time to spend in the waiting queued their tolerance level is quite high.

5.5 Areas for Further Research
The following are the areas for future and further research:
	The researcher suggests that the future research in this area should attempt to extend the study on relationship between cities/towns and remote places in term of culture issues, banking environment, education level and demographic factors which are missing in this study. 

	Further research should be conducted to determine the factors that actually contribute to the differences in customer satisfaction between cities/towns and remote places. Coverage on a wider geographical area or city could also be considered for future study in order to enhance the generalization of the findings and to further investigate potential differences in customer satisfaction between these two areas.
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APPENDIX I:  QUESTIONNAIRES FOR NMB STAFF







3. 	For how long have you been working for your organization……………..……..
4. 	Your education (a) Certificate (b) Diploma (c) 1st Degree (d) Masters 
(e) 	Other please Specify ………………………………………………………….. 

5. 	Age: 30 years and below.     		  Between 31-50   	 
Above 50 years.










































8.	Do you think the saving rates offered by your bank satisfy all the customers? Yes      (    )            No (    )


















Please indicate whether you are agree or disagree with the statements as it applies to your organization by indicating the appropriate response;





Write your answer in the end of each statement.
There is no right or wrong answer, BE HONEST

































APENDIX II:   QUESTIONNAIRES FOR NMB CUSTOMERS





2.	What type of Account are you operating?..........................................................
3.	How long have you been using NMB services?.................................................
4.	How do you feel about NMB services?..............................................................
5.	How do you rate the performance of employees?..............................................
6.	Do NMB employees provide services accurately and efficiently?.....................
7.	Have you ever experienced service failure?.......................................................
8.	How would you recommend NMB to your friends or relative? If she/he want to be e new customer of NMB?..........................................................................
9.	The process of receiving services is favorable to all group?..............................
10.	Which Department/Section do you frequently visit at NMB………...……

PART B
1.	What made you open an account with NMB?.
....................................................................................................................................................................................................................................................................................................................................................................................

2.	What do you like best about NMB services?
....................................................................................................................................................................................................................................................................




4.	How and in which areas should NMB Bank improve customer service?
....................................................................................................................................................................................................................................................................................................................................................................................








6.	How much time do you normally spend in waiting for services




(e)	More than 30 minutes







































	Employees’ customer care 
	Company policy ,physical environment and facilities



SERVQUAL Dimension:
	Reliability
	Responsiveness
	Empathy
	Assurances
	Tangibles

Employee
Service
Quality
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